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Abstract
The design research described in this paper used generative tools in co-creation sessions
with users in a Danish bank. The aim was to investigate users relationship to money and to
banks. In a follow-up interview participants stated that they had changed their perception
and behaviour in relation to money – and in accordance with their values. Thus, contrary
to expectations, the research did not lead to co-creation of values, but rather to a
hypothesis that generative tools can act not only as a “language for co-creation aimed at
the collective creativity” (Sanders & Stappers, 2008) but even as a “language for selfdialogue and value clarification aimed at the creativity of the individual” (Sørensen, 2011).
In the ensuing research (2011) I proved this hypothesis, i.e. that designing can be used as a
language for self-dialogue and value clarification by developing a radical new bankingservice, “The MoneyWorkshop”. Here customers are offered generative tools and special
assignments in order to clarify their values and possibly change their relationship to their
personal finances. The majority of the participants in the workshop subsequently changed
their perception and behaviour.
The paper explains “The MoneyWorkshop” referring to concepts within design as
‘graphics as cognitive tools’ and notions as ‘framing’, ‘reframing’, ‘design as doing’
represented in theories by Sanders, 2000, 2006, 2008, Schön 1983, 1993, Bamberger, 1983,
Waks 2001, Paton & Dorst, 2010. I also refer to cognition-theory (Lakoff & Johnson, 1980,
Ware, 2008, Kazmierczak, 2002) and in particular to Manz & Neck´s theory about
“Thought Self-Leadership” (1992, 1999). My theoretical proof of the workings of
MoneyWorkshop was that participants developed new cognitive strategies in accordance
with Manz & Neck’s theory, which relates to a relatively new finding within cognitive
science – that human beings can change dysfunctional beliefs and assumptions and thus
change thinking patterns and behaviour (Seligman, 1991).
Keywords: generative tools, self-dialogue, value clarification, cognitive strategies
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Introduction to research
The current Ph.D. research into strategic design was conducted at a
medium-sized Danish bank, Middelfart Sparekasse. My aim was to
investigate values – the current values inside and outside the organisation
– and possibly create ‘something new’, a radically novel approach.
‘Money’ in this context represents the specific banking product. The
dominant concept and metaphor in the western world is that capitalism
and money is ‘good’. ‘Money’ and what money means depends on the
context, whether we live in a boom or in a crisis. ‘Money’ has two distinct
meanings, however: a monetary value that allows us to buy things, and an
emotional value, which connects money to feelings. When we set up
budgets we typically use rational arguments related to the monetary value,
whereas when we spend money we are often emotionally affected by the
outside world, being addressed as ‘customers’ and being persuaded to
buy things that make us happier, more attractive etc. ‘Money’, therefore,
seems to capture us somewhere between sense and emotion, which
means that diverging values are often tied to money.
The point of departure of the current research is the fact that our values –
including the conflicting values – are rooted in dominant metaphors and
mental mappings which affect people´s individual perception and
behaviour in relation to money. The research focuses on how individuals,
by design, can reframe themselves and/or their situation and
subsequently change their perception and behaviour in accordance with
their stated wishes.
Generative tools play a central role in this process.

Generative tools, a language for co-creation
In co-creation processes, generative tools are used as thinking tools. The
pioneer within the field of co-creation, E.B. Sanders, calls generative tools
“a language for co-creation aimed at the collective creativity” (Sanders &
Stappers, 2008). Sanders claims this language is characterised by two
things: First of all the language is predominantly visual and the ambiguity
that often characterises visuals does indeed affect the participants´ way of
thinking. Second, a key concept in the language of co-creation is ‘making’
and the fact that participants are ‘creating’ makes the use of the language
a kind of creative process, a design process. Sanders outlines the use of
generative tools as follows:
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[The generative tools] take advantage of the visual ways we have of
sensing, knowing, remembering and expressing. The tools give access
and expression to the emotional side of experience and acknowledge the
subjective perspective. They reveal the unique personal histories people
have that contribute to the content and quality of their experience. These
are qualities useful to those of us involved in making people-centred
decisions (Sanders, 2000, 8).

Generative design makes us see things as they could be and “empowers
everyday people to generate and promote alternatives to the current
situation” (Sanders, 2006). This field is in particular represented by
pioneer Elizabeth Sanders, but also Stappers (2008), Visser (2009) and
others.
The elements of the generative tools are components, and together they
form a ‘toolkit’. Participants choose from the components and create
‘artefacts’ that express their thoughts, feelings and/or ideas. The artefacts
can have different forms, e.g. collages, maps, stories, plans and/or
memories. When creating the artefact there is usually only one rule, you
can do whatever you want, as long as it makes sense to you.” (Sanders,
2000, 9)
The current research applies generative tools in a novel manner.

Design experiments in the current research
The research on which this paper is based includes altogether 43
participants, both customers in the bank and potential customers. The
Ph.D. thesis (Bonde Sørensen, 2011) and this paper include material
representing 20 participants (10 customers and 10 potential customers).
The workshop participants were asked to complete different assignments,
priming them to think about their perception of money and their behaviour
related to money, for example by asking them to comment on statements
printed on postcards, or think about how they talk about money by ticking
off their preferred statement on a piece of paper, which expressed
metaphors, personal metaphors and value-laden metaphors.

3
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Figure 1.: The box with all the creative tasks – developed for this specific research
(Bonde Sørensen, 2011)

Later participants were asked to make collages about their perception and
relationship to money and to banks within different ‘time-framings’: the
present, the past and the future. These are generative assignments that
include a narrative perspective and playing different roles. Finally,
participants were asked to make a personal statement in case they
wanted to change their perception and relationship to money. After
approximately six weeks, when participants came back for a follow-up
interview, the majority had changed their perception and behaviour in
relation to money.
The following paragraphs are extracts from the creative session. This
participant, ‘The-50-a-day-guy’, is a potential customer and a design
student. He presents his collages, which represent different time frames:
the present, the past and the future.

154

4

Conference Proceedings

Designing as a Language for Self-Dialogue and Value Clarification

An example from the MoneyWorkshop, “The-50-a-day-guy”

Figure 2.: The-50-a-day-guy´s illustration of his current situation
(Bonde Sørensen, 2011)

Description of the present situation
A: the interviewer
B: the participant, “The-50-a-day-guy”

A: We are in the present.
B: That’s right. That guy there, that’s me. I have a lot of money that is
flying out the window because I spend it on all sorts of things without
realising it. And the other one over there, that’s my bank looking at me,
keeping an eye on me. They are really quite nice, that’s why they are
wearing rabbit slippers. I think my bank is quite nice although they keep an
eye on me...
A: Although what?
B: Although they keep an eye on me.
A: OK.
B: Well, that’s good, otherwise ALL my money would disappear. And this
5
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one is our relationship. Very square, professional, not very emotional. That
is reflected in the way they are set up. That’s why I drew an ice cube. It’s
blue and cold....
A: And what is the ’Bang’ over there? What does that mean?
B: That means that they are keeping an eye on me, and when I spend too
much money a warning shot goes off: ’Bang’!

Figure 3: The-50-a-day-guy´s illustration of his money memories
(Bonde Sørensen, 2011)

Description of the past situation
A: the interviewer
B: the participant, “The-50-a-day-guy”

A: So, where are your memories about money?
B: They are here. This is my mother. She looks older than my mother. We
did not have much money and I lived with her. We had what we had, and
we spent what we had. That’s why I have this ”Spend it, spend it,
otherwise it is just sitting there.” That was my mother’s philosophy, that’s
how I grew up. But there were limits, of course. We did not spend
indiscriminately, then we would have run out of money by the end of the
month.
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A: So she did actually control spending?
B: Yes, she did, but she never saved up for anything. We never travelled
or anything. …

Figure 4: The-50-a-day-guy´s illustration of his desired future situation
(Bonde Sørensen, 2011)

Description of the desired future situation
A: the interviewer
B: the participant, “The-50-a-day-guy”

A: So here you show the future.
B: That’s what I would like to be, a “Money-Man-JAZZ” – be more in
charge. And that one is my financial advisor – he looks nice enough, well,
still very professional. “Hey Sebastian, how’s it going? Let’s talk about
your finances”. That’s what they are already doing. Our relationship should
be nice and relaxed, we should sit like two teddy bears and chat – and the
interior decor? Well it’s...it doesn’t really matter, it could be a little
warmer... I would like the bank to change its way of thinking, the way I
have shown here. I would like to present an idea to them and then they do
the rest. That would be cool.
A: Great. Thank you.
7
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Having made and reflected on different ‘time-framings’, participants are
asked whether they wish to change their current perception of and
relationship to money. If yes, they are urged to develop and create a
personal statement.

Developing a personal statement and goal
Developing a personal statement is an assignment that follows up on the
previous assignments and ‘time framings’. It is a generative assignment
that offers participants the opportunity to define or redefine their role and
personal goal.
In the first assignment, participants have already reflected upon ways in
which they would like the future to be. In the second assignment, they
might see patterns from the past, but now they are offered the possibility
of taking action and becoming ‘the agent’, they wish to be – here referring
to Kenneth Burke´s model for analysis, The Pentad, which is applied
(Burke, 1945). There are other ways of changing behaviour, but in general
people do not seem to reflect about their dominant values in relation to
money, which is why there often is a need of becoming agents.
The MoneyWorkshop offers participants the possibility of making a
personal statement, which can work as an instrument in order to act, gain
control or spend their personal finances the way they wish, and in
accordance with their ‘higher idea’ or reflected values. This can also be
considered a personal mental strategy.
In the following paragraph ‘The-50-a-day-guy’ presents his personal
statement.
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Figure 5: The-50-a-day-guy´s personal statement.
(Bonde Sørensen, 2011)

A: the interviewer
B: the participant, “The-50-a-day-guy”

…AND this one contains both things – my future, that I want to change my
view of money. I have created this slogan for myself, and I think it will work
quite well. It says, ”50-kroner a day keeps the bank away”… This is what
this means. DAY 1, you take a 50-kroner note and put it there and so on
and so forth.
A: OK, I see.
B: Then I am in control, you see. Because when you get money, say 3,000
a month, then you think: ’Oh, I have 3,000, I have lots of money at the
beginning of the month, and then I spend it, right? And then suddenly
there’s very little money left. That’s why it is easier to divide it up into small
packets and then I think, ’OK, I have so and so much’.
A. Yes, I see.
B. I think it’s cool. And if I go shopping and spend, say 150 kroner, then I’ll
still have enough for the next three days.
A. Super. Thanks a lot.

9
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Approximately six weeks later, the participants are invited to participate in
a follow-up workshop. They are not informed about in the content of this
workshop, but my main objective is to find out, whether participants have
changed their perception and behaviour in relation to money. Secondarily,
I ask them related questions about their experiences, e.g. what made the
greatest impression when they were doing the workshop etc.
The following is a description of ‘the post situation’ of ‘The-50-a-day-guy’.
‘The post situation’ is how participants describe their current situation
approximately six weeks after participation in the MoneyWorkshop.

Description of the post situation
A: the interviewer
B: the participant, “The-50-a-day-guy”

A: Well, it’s been a couple of weeks since we last met. What did we do last
time?
B: Last time? You gave us a box full of stuff, and we had to answer some
questions by cutting and pasting something together that indicated what
we wanted our bank to be like, how we view our bank as customers etc.
and come up with a statement which characterised our relationship to
money.
A: Yes, do you remember?
B: Yes
A: What was it?
B: I came up with the statement ’50 kroner a day keeps the bank away’, I
think.
A: That’s right. What do you remember? Or what made the greatest
impression on you doing this collage?
B: I think it was how much my parents, you know, their relationship to
money, has influenced my attitude... I had not thought about it before, but I
guess I am much the same, that I’ll spend money as long as I have it.
A: Have you thought about it since?
B: Well, yes, a little, I thought that...
A: What?
B: It’s a little strange, or, I don’t know, I don’t think I could have changed it.

160
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Well, maybe if things had been different, maybe I would have had more
money, I don’t know...
A: OK, What made you think that if things had been different when you
were growing up, things might be different for you today? Do you see new
possibilities now, or what?
B: I am not sure. That’s the way I grew up and my attitude to money and to
many other things – maybe. It’s a little deeper than just realizing, ”Oh, I
really should be saving up some more”.
A: But do you think you can change?
B: Yes, I do.
A: How?
B: By following my rule. Maybe. Set more limits, while still living according
to the same principles, but don’t go through all the money at once.
A: I have to ask, that statement you came up with, have you thought about
that?
B: Oh yes.
A: Yes? How?
B: Quite a lot, actually. Every day I make a lot of 50-kroners. And I spend
50 kroner a day. Plus or minus. That’s great.
A: So, it works?
B: I think so.

How the MoneyWorkshop works
The pioneer of the concept of generative tools, Elizabeth Sanders, argues:
“We interpret what is happening around us with reference to our past
experiences” (Sanders, 2001, 2), which can also be referred to as mental
mappings and/or metaphors. More precisely, our beliefs and values shape
the stories we add to situations.
By changing core beliefs and altering the stories we make up, we can
slowly affect the deeper beliefs and values we hold about ourselves, the
world around us, and our habitual ways of thinking and behaving. In Paton
& Dorst´s understanding of framing, ‘reframing’ refers to “building a new
frame for oneself, based on changing one’s view due to briefing
interactions – although it is acknowledged that reframing can also occur as
a result of reflection”, as Paton & Dorst explain (2010, 318). In line with
Paton & Dorst, Schön argues that the designer “understands a situation by
11
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trying to change it, and considers the resulting changes not as a defect of
the experimental method but as the essence of its success” (Schön, 1983,
151).
In the current research framing is one way of seeing a situation; you can
do several framings, finding new ways of seeing a situation. Reframing is
changing your perception, which can include deeper self-reflection about
unreflective, or maybe underlying and subconscious mental mappings
and/or dominant metaphors, and seeing the situation anew, just like the
participants in the MoneyWorkshop are urged to reframe their current
money situations into preferred ones. They reframe themselves and/or
their money situations by design and designing.
Graphics as cognitive tools and metaphors play a central role in this case.

Graphics as cognitive tools
Graphics can be considered cognitive tools, enhancing and extending our
brains and mental imaging. In his book Visual Thinking in Design Colin
Ware (2008) provides guidance for designers on how to present
information, which aids the thinking process of their audience. He refers to
new scientific knowledge from the discipline of human visual perception
and transforms this into concrete ideas. Ware explains that we should
understand perception as a dynamic process, implied by the term “Active
vision.” He explains, “...we should think about graphic designs as cognitive
tools, enhancing and extending our brains. Although we can to some
extent form mental images in our heads, we do much better when those
images are out in the world, on paper or computer…etc., which all help us
to solve problems through the process of visual thinking”. Ware claims,
“we are cognitive cyborgs in the Internet age in the sense that we rely
heavily on cognitive tools to amplify our mental abilities” (Ware, 2008, ix).
Neuroscientists support the claim that humans think in images and often in
visual images rather than in words (Pinker, 1998, Damasio, 1999).
Similarly Kazmierczak claims “visual representations as revealing mental
models, rather than depicting what we see” (Kazmierczak, 2002,1).
The brain is most effective, Ware claims, when visual and language
modalities are combined, and he continues his argument that the science
of perception must take design into account because the designed world is
changing people’s thinking patterns. He says: “Designed tools can change
how people think” (2008,181). Mental images are internalized active
processes; much as our inner dialogue is internalized, visual imagery is
based on the internalized activities of seeing. Ware explains:
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Everyone uses internalized speech as a thinking tool but the
constructive internalization of mental imagery is a skill that is more
specialized. Experienced designers will internalize the dialogue
with paper, others who do not use sketching as a design tool, will
not (2008,152).

Thus the visual images help participants in the MoneyWorkshop to
generate mental images or even, as Kazmierczak claims, reveal mental
models. Similarly Ronald A. Finke, Thomas B. Ward and Steven M. Smith
in their books Creative Cognition and Creativity and the Mind (1992, 1995)
attempt to identify the specific cognitive processes and structures that
contribute to creative acts and products. In their model: ‘The Geneplore
Model’ mental imagery is a core concept that enhances creativity. Mental
imagery is linked to different cognitive notions. Another central element
related to visuals is metaphors.

The generative metaphor and construction of meaning
Metaphors and in particular generative metaphors are paramount in this
way of working with the collages. The reason why a metaphor is so
powerful is because “it carries within itself a leap in logic in which the
audience supplies the missing information” (Barnes, 2009, 423).
Metaphors have the ability to disconnect language from the literal
meaning. Metaphors rename things, but they do so selectively, which
means they isolate certain characteristics and hide others through means
of comparison. Similarly metaphors also hide their logic. They carry within
them a hidden syllogism, and because humans are naturally logical, the
verbal leap in logic is powerful.
In his theory about the generative metaphor Schön (1993) distinguishes
between two different traditions associated with the notion of a metaphor.
The first one “treats metaphors as central to the task of accounting for our
perspectives on the world: how we think about things, make sense of
reality, and set the problems we later try to solve”. In this sense
“metaphor” refers both to a certain kind of product – a perspective or
frame, a way of looking at things – and to a certain kind of process by
which new perspectives on the world come into existence. In this tradition
metaphorical expressions like “Man is a wolf” are significant only as
symptoms of a particular kind of seeing, such as the “meta-pherien” or
“carrying over” of the frames or perspectives from one domain of
experience to another. This is the process Schön calls “generative
metaphor” (Schön, 1993, 137).
13
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Both meanings of metaphor are present in the collages. ‘The-50-a-dayguy’ uses several metaphors in his descriptions of his situations. He uses
metaphors in order to describe his current situations: The picture
illustrating his financial advisor shows a ‘traditional’ picture, but under the
table, the “rabbit slippers” are visible, which to the participant means, “they
are really nice”. The picture and description of “money flying out the
window” is a clear example of the current money situation, a current frame
and perspective on money, whereas “the Money-Man-Jazz” is a
generative metaphor, meaning ‘being in control’. This generative metaphor
moves the frame into a new one and acts as a reframing of the
participant’s relationship to money (Schön, 1993). Likewise ‘The-50-a-dayguy’ explains his mother´s philosophy as “spend it, spend it, spend it,
otherwise it is just sitting there”, like a kind of song or a saying, very
spirited and visual.
This person uses both ‘generative metaphors’ and ‘cognitive scripts’.
Cognitive scripts are “organized patterns of thought or behaviour” – a kind
of thinking pattern. They have been characterised as ‘the tapes we play
repeatedly in our heads’ – the things we tell ourselves over and over
again, often without conscious awareness.
The generative metaphor helps the participant to ‘move’ from one situation
to another, but it also permits us to construct meaning. According to Waks,
generative metaphors permit us to ‘construct meaning’ in changing
circumstances, providing continuity between our older experiences and
our new situations by pointing at similarities or familiar resemblances
between them. Here Waks also refers to Schön:

We constantly find ourselves in disorienting situations, which must be
conceptually ‘re-framed’, and until we discover through ‘frameexperiments’ a conceptual frame-work for the new situation we cannot
even begin to determine what the relevant facts are, or what evaluative
criteria apply. Metaphors permit us to bring ‘the familiar’ to bear in the
unfamiliar in such a way as to yield new concepts while at the same time
retaining as much as possible of the old (Schön 1963 p. ix in Waks,
2001, 38)

Similarly Kazmierczak argues that ‘meaning-making strategies’, or the way
we make sense of our experiences, are largely unconscious processes of
mapping “sensory experience onto the inner world of cognition via
metaphor.” The metaphoric nature of that process refers to the
“understanding and experiencing one kind of thing in terms of another”
(Lakoff & Johnson, 1980).
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Thus the mechanisms of the MoneyWorkshop relate to the design
activities ‘framing’, ‘reframing’ and ‘design as doing’ (for elaboration,
please see Ph.D. thesis by Bonde Sørensen, 2011). There is, however, a
significant factor, the personal statement, which contributes to the
MoneyWorkshop becoming a language for self-dialogue and value
clarification that can act as personal mental strategies in line with the
ideas expressed in Thought Self-Leadership.

Designing as language for self-dialogue and inner personal
strategies
The process of the MoneyWorkshop described above echoes Manz &
Neck´s idea about Thought Self-Leadership. Self-Leadership was
originally applied to organisations, developed with the purpose of
improving employees’ performance. Self-leadership seeks to appeal to an
individual´s inner motivation, as Neck & Houghton explain: “Selfleadership is a self-influence process through which people achieve the
self-direction and self-motivation necessary to perform” (Neck & Houghton,
2006).
Thought Self-Leadership consists of specific behavioural and cognitive
strategies designed “to positively influence personal effectiveness”. The
underlying premise is that people can influence or control their own
thoughts through the application of specific, cognitive strategies and
ultimately impact individual and organisational performance (Manz and
Neck, 1991).
Neck and Manz´s theory about Thought Self-Leadership addresses the
effect of self-talk and mental imagery on performance and claims that
people can influence or lead themselves “by controlling their own thought
through the application of specific cognitive strategies which focus on selfverbalisations and mental imagery” (Neck & Manz, 1992, 696).
In their article “Thought Self-Leadership: The Influence of Self-Talk and
Mental Imagery on Performance” Manz and Neck (1992) give an outline of
how cognitive strategies can change dysfunctional beliefs and
assumptions and thus improve thinking patterns and performance. Mental
imagery and self-talk are key concepts in these strategies, the authors
argue. Whenever we imagine ourselves performing an action in the
absence of physical practice, we use ‘imagery’, the formation of mental
images defined as ”The mental invention or recreation of an experience
which, in at least some respects, resembles the experience of actually
perceiving an object or an event, either in conjunction with, or, in the
15
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absence of, direct sensory stimulation” (Finke, 1989 in Neck and Manz,
1992, 684). Similarly Manz explains mental imagery as follows: “We can
create and, in essence, symbolically experience imagined results of our
behaviour before we actually perform” (Manz, 1992, 75). From these
views, mental imagery refers to imagining a successful performance of the
task before it is actually completed. Weick's concept of 'future perfect
thinking' provides a parallel argument when he states ”...If an event is
projected and thought of as already accomplished, it can be more easily
analysed” (Weick, 1979, 199).
Self-talk and mental imagery have been examined and tested in various
disciplines including sports psychology, counselling psychology, clinical
psychology, communication, and education (Manz & Neck, 1992, 682) and
refer to Seligman’s statement:

One of the most significant findings in psychology in the last twenty years
is that individuals can choose the way they think (Seligman, 1991).

According to Godwin, Neck and Houghton (1999) TSL cognitive strategies
include the self-management of:


Beliefs and assumptions (the elimination or alteration of distorted
individual beliefs that form the basis of dysfunctional thought
processes



Self-dialogue (what we covertly tell ourselves)



Mental imagery (the creation and, in essence, symbolic experience
of imagined results of our behaviour before we actually perform)
(Manz, 1992)

The figure below illustrates, in simple form, the relationship between what
Manz calls ‘self-leadership components’ and goal performance. As
outlined in the former paragraphs visuals stimulate and even reveal mental
models (Kasmierzcak), and metaphors can make participants reframe their
situation (Schön). Doing design includes reflections with materials – all
activities that have the capability to challenge and even change mental
imagery, beliefs and assumptions. Thus, I consider the MoneyWorkshop
to be an example of Thought-Self-Leadership stimulated by both the
ambiguity of the visuals and the ‘making’ process. Hence this method of
designing becomes a crucial component in Thought-Self-Leadership that
stimulates new personal inner strategies.
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Figure 6: Simplistic rendering of the relationship between Thought-Self-Leadership
components and individual goal performance
(Manz, 1999)

In an extended illustration of the Thought-Self-Leadership model, the
component ‘script’ is included, which I consider to be the personal
statement that functions as a script, e.g. the statement: “50 kroner a day
keeps the bank away” or other of the personal statements, some of them
illustrated in figures, 5.9 – 5.12. ‘A behavioral script’ is “a sequence of
expected behaviors for a given situation” - a notion from psychology used
“to train new skills” (Barnett, D.W. et al).
The following statements are examples of workshop participants´ imaging
and/or scripts that function as their mental strategies and make them
change their perception and behaviour.

17
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Figure 7: A personal statement saying: “Enjoy it wisely”
(Sørensen, 2011

Figure 8: A personal statement saying: “Saving is travelling”
(Sørensen, 2011)

Figure 9: A personal statement saying: “Life has to be fun, money is energy”
(Sørensen, 2011)
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Figure 10: A personal statement saying: “Save for a rainy day Now!
(Sørensen, 2011)

Conclusion
In the current research I have proved the hypothesis that people actually
can change their thinking patterns including ‘dysfunctional’ beliefs and
assumptions by design and designing. In the “MoneyWorkshop”
customers and potential customers are offered generative tools, designed
to guide people through different time framings. In this process
unconscious and dominant metaphors are often revealed, which makes it
possible for people to ‘reframe’ themselves and their understanding here
of money and private economy. The workings of the MoneyWorkshop is
explained as “Thought-Self-Leadership” (Manz & Neck,1992).
In this research the majority of the participants changed their perception
and behaviour. They claimed they felt empowered as they were now
acting in accordance with their values. Moreover they appreciated nobody
was talking to them, but instead they were stimulated to talk to themselves
and reflect upon deeper values.
In the bank employees are now researching the possibilities of
implementing the MoneyWorkshop as a radical new service that offers
customers and non-customers tools to help them to clarify their dominant
values. Related to this new type of service is the idea about the “SelfLeading Customer” (Bonde Sørensen, 2011) – a new customer type who
is interested in taking control and becoming ‘a conscious customer’.
In a broader perspective I can imagine designing as a language for selfdialogue and value clarification to be a new interesting field within design
theory and practise:
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In the field of participatory design and co-creation, a new need for value
clarification prior to co-creation may arise. In the example from this
research a young girl stated that she wanted to change to another bank
and have a financial advisor who could help her set up a budget and help
her gain control over her money; but after the workshop, she changed her
behaviour and thus the wish she had stated in the workshop changed
accordingly. Similarly, in e-trans, a user-driven innovation project about
electric cars at Kolding School of Design, Denmark, users paradoxically
claimed they did not want to drive electric cars! On the other hand they
generally claimed they wanted more sustainable solutions. Again, an
example of conflicting values in which value clarification might be an
interesting activity prior to the co-creation of values.
As we become more and more aware of the possibility of changing our
thinking patterns, an increasing interest and demand for methods and
languages for personal reflection and value clarification is likely to arise.
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